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“|. . he need not go over his road in the 
dark—if he can take with him the light 
of other men’s experiences.”’ 


























































































































— JOHN WANAMAKER. 
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The Retail Credit Men’s National 


Association offers every Credit 

















































































































Grantor not only the benefit of 

































































the composite experience of its 
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13,000 members, but their co-oper- 
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ation in the prevention of bad debt 















































losses, as well. 
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“Twenty Thousand Strong” Is Our 
Membership Mark For 1926 
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If you are sincere in your desire to help your fellow credit grantor, 


you will get his application for membership in the R. C. M. N. A. 
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Haven't you often wished for some 
plan that would change your ‘‘good, 
but slow’’accounts into prompt-paying, 
profit-making, customers? 

Here's the answer: CREDIT-EDU- 
CATION INSERTS! Written so that 
no one can take offense, yet they drive 


Attractively | printed in two colors, $24.00 per 
thousand sets of twelve, $2.00 per thousand for single 


inserts. 






Make 1926 A “Prompt-Pay Year” 
With Credit-Education Inserts 


Order from the National Office 
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home to the customer the real meaning 
of “good credit’’ and ‘‘prompt pay- 
ment.” 


Twelve in the series—one for every 
month of the year. Enclose one with 
every statement on your slow-paying 








list. 














Let Your Creditor Know! 





HEN you can’t pay a bill on time, an explanation 

of your inability will go a long way towards pro- 
tecting your credit. Your creditor wants to help you 
keep your credit good--help him to help you! 
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Keep your credit record clear! Protect your credit 
and it will protect you! | 


Retail Credit Men’s National Association | 
EXECUTIVE OFFICES : SAINT LOUIS | 
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Credit Inspires Confidence 
CLEAR credit record inspires confi 

Re self—in your ability to do things 

rt ee See — the confidence of others! Keep your crec 

—pumti and you can face the world with the confi 

constructive achievement. 

Keep your credit record clear! Protect 
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‘| Faith—The Basis of Credit 

; on . AITH in people---in their integrity---their 
ju o purpose--is the basis upon which all credit is 
A high credit rating is based, not so much £ 
one possesses as how he respects the faith rep 


Keep your credit record clear! Protect 
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The Credit World 








Use These 
Electros 





On your letterheads, bills 
and statements. Cuts 
below are actual size. 








Special Binders 
For the Credit World 


. Start the New Year Right 
File Your Magazines For Ready Reference 











Save each issue of the Credit World. Use it 
for reference when you want credit information. 


With this handy binder you can build a credit 
reference file—with any issue of the Credit 
World at your finger tips. 





Durably bound in gray canvas it is equipped 
with handy strip fasteners which do not cut 
or mar the magazines. No punching necessary 
—no trouble to insert magazines or remove 
them. 


Put the power and pres- 
tige of this Association 
behind your collection 





—_ The Supply is Limited—Get Yours Today 
Price $1.00 Postpaid 
Ord ° . 
aden Retail Credit Men’s 
Equitable Building National Association 
Saint Louis Equitable Building 


SAINT LOUIS 
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The Secretary’s Page 


Your Secretaries’ Activities 

Managing Director Woodlock has 
the following speaking dates scheduled 
for January and February: 
January 8—Little Rock, Arkansas. 

- 14—Sioux Falls, S$. D. 

ai 18—Joliet, Ill. 

™ 20—Pueblo, Colo. 

ig 21-22 Colorado Springs, Colo. 

a 23-24 Denver, Colo, 
February 8-9—Detroit, Mich. 

Service-Division Secretary Truesdale 
has the following dates: 
January 16—Orlando, Fla. 

se 18—Lakeland, Fla. and 

Tampa, Fla. 

i 19—St. Petersburg, Fla. 

i 21—West Palm Beach, Fla. 

94 22—Miami, Fla. 

‘s 23—Jacksonville, Fla. 
25-26 Baton Rouge, La. 
February 8-9—Detroit, Mich. 








Executive and Finance Commit- 
tees to Meet 

The Executive and Finance Commit- 
tees of the Retail Credit Men’s Na- 
tional Association will meet in Detroit, 
Michigan, on February 8 and 9, to hear 
reports of the Executive Officers and 
plan the work of our Association for the 
remainder of our fiscal year. 

The Executive Committee is as fol- 
lows: R. W. Watson of Spokane, E. 
B. Heller of St. Louis, L. L. Meyer of 
Houston, D. J. Woodlock of St. Louis, 
L. T. McMahon of Boston, A. D. Mc- 
Mullen of Oklahoma City annd L. T. 
Pease of New York. 

The Finance Committee consists of S. 
E. Blandford of Boston, J. R. Hewitt 
of Baltimore and W. Strickland of 
New York. 





Looks Like a Big Convention 

The exceptionally low summer tourist 
rates promised on all railroads for our 
Convention in Los Angeles, August 
10th, 11th, 12th, and 13th are an im- 
portant factor in developing large dele- 
gations from the East. 

Members should take advantage of 
the opportunity to see the wonderful 
West, The Rocky Mountains, Pikes 
Peak, Yellowstone, Mount Rainer, 
Paradise Valley, Grand Canyon, Royal 
Gorge, America’s finest scenery, and, 
last but not least, California and the 
wonder city, Los Angeles. Arrange to 
take your vacation in connection with 
the Convention trip and have ample 
time to see these wonderful things. 

Definite rates will be announced 
shortly. You will be surprised how 
reasonable they are. 


The Big Event for February 


The Tri-State Conference at Statler 
Hotel, Detroit, *ebruary 8-9, will have 
all the educational features of an annual 
Convention. All Credit Grantors of 
Michigan, Ohio and Indiana are _in- 
vited to attend, and members from other 
states are welcome. 





Creditors’ Protective Bureau 


Simon B. Lesselyoung, proprietor of 
a collection agency known as the Credi- 
tors Protective Bureau in Minneapolis 
was found guilty on seven counts of 
using the mail to defraud by a jury in 
the United States District Court on 
December 21, 1925. 


Coming Important Meetings 
Jan. 13. Ohio, Indiana and Michiga 
Bureau Managers Conference, To 
ledo, Ohio. 
Jan. 14. South Dakota Retail Mer 
chants’ Meeting, Sioux Falls, $. D, 
Jan. 16. Associated Credit Bureaus ¢ 
Florida, Orlando, Florida. 


—_ 





Issued 


Jan. 21-23. Colorado-Wyoming Cres] —— 


Bureaus Convention, Colorady 
Springs, Colo. 
Jan. 25. Louisiana-Mississippi Credit 
Bureaus Meeting, Baton Rouge, La 
Feb. 2-3-4. American Retailers Asso 
ciation Meeting, St. Louis, Mo. 
Feb. 8-9. Tri-State Conference ¢ 
Credit Men, Ohio-Ind.-Mich., De 


troit, Mich. 





William Loewi 


On Monday, December 28, after a three-day holiday, 
I had just read a Christmas and New Year Greeting 
of sincere friendship and brotherly love from Mr. Wil- 
liam Loewi, Manager of the Retailers Credit Associa- 
tion of San Francisco and Honorary President of the 
Retail Credit Men’s Association of that city, when I 
was handed a telegram announcing his sudden death 
on the night of December 27. 


Coming when we held in our hand his greetings, 
when the Christmas bells were still ringing and every 
face was smiling, it was an unexpected and severe blow. 


Although we have arrived at that age where we ap- 
preciate the uncertainty of life and the ever presence of 
death, we could scarce believe that our friend and co- 
worker William Loewi had passed. 


For years he has been a National Association en- 
thusiast. A familiar figure at our national gatherings, 
particularly interested in the development of our Service 
Division, entertaining in conversation, forceful in 
speech, logical in thought, he was one of our active and 
energetic leaders. We will miss him from our council 
table. As President of the Associated Retail Credit 
Men of San Francisco and President of the California 
State Bureau Managers Association, he had done much 
to standardize credit systems and build credit organiza- 
tions along the ideals of our National Association. 


To his widow and family and his associates in San 
Francisco, we extend our most sincere condolence upon 
the loss they suffer on his passing. 


—D. J. Woodlock 
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HIS is the question all members are asking and 
T without attempting to analyze the hundreds of let- 

ters pouring into the National Office, with the 
realization that there are too many angles to our finan- 
cial and economic problems to warrant any positive 
answer, we will state that the outlook for this year is 
ery good. We base this statement upon the following 
facts: 


} 


1. Employment at good wage is general. 

2. There is very little labor disturbance. 

The building industries are experiencing a 

real boom. 

4. There is ample banking credit available at 
reasonable interest rates. 

5. Farming conditions have improved. 

6. The Government has pledged itself to a 
helpful business policy. 


All financial experts agree that 1925 was an excellent 
year. Many commercial and industrial records were 
broken. Business developments during the past few 


mmonths enable us to start the New Year with an ad- 


vantage we did not have in January, 1925. It looks 
like it should be a good retail year, but we must always 
remember that even in calm weather there is likely to 
be trouble if someone rocks the boat. 


The half million retail merchants of this country 
can be the balance wheel of the nation’s business, and 
as credit is the greatest sales force of these merchants, 


EDITORIAL 
Will the Retail Business of 1926 Be Good? 


it is reasonable to expect that an unwise or reckless 
development of this feature and competition in terms 
in order to gain volume will seriously interfere with 
the entire business morale of the land. 


Statistics show employmgnt more general, money 
more plentiful, savings accounts larger than ever before: 
therefore, it should not be necessary for the retailer to 
offer special inducements as regards collections in order 
to attract trade. 


Everyone should be made to realize that extravagance 
and overbuying are the only things which can upset 
our present prosperity and while all retailers welcome 
charge accounts it is only with those who are living 
within their income and have the ability and intention 
to pay. 


Using credit as a sales promoter is good business, 
providing we do not become competitive in terms and 
induce the buying public to buy in excess of their ability 
to pay. 


Every member of the Association should begin the 
New Year with a feeling of confidence and a resolution 
to put forth every effort to develop the credit business 
of his firm by encouraging old and promoting new 
customers along safe financial lines, upholding the prin- 
ciple that prompt payment makes for good credit be- 
cause it increases capital turnover and keeps the wheels 
of commerce revolving. 


gfe Toealtrck 
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Heller and Woodlock to Address 
Retail Clothiers 

The Missouri Retail Clothiers and 
Furnishers Association will hold its 17th 
Annual Convention in St. Louis on Feb- 
ruary 3-4-5. Vice-President Heller and 
Secretary-Treasurer D. J. Woodlock of 
the Retail Credit Men’s National Asso- 
ciation are both on the programme. 
Mr. Heller will talk of Retail Credits 
and Mr. Woodlock on The Credit 
Angle of the Time Payment Plan. 





Starting the New Year Right 

On the first working day of the New 
Year, the National Office received fifty- 
two new members from New Orleans 
and thirteen from Missoula, Montana. 

We owe a special vote of thanks to 
those loyal workers, Gabe Hausmann 
and Frank Miller of New Orleans and 
E. E. McIntyre of Missoula. Their 
enthusiasm should be passed on to every 
Officer, State Chairman and Local As- 
sociation Secretary. Make 1926 our 
best year. 





Collection Stickers Help 
A shipment of 50,000 collection stick- 
ers have just been received from our 
printer. ‘They are put up in packages 
of 1,500. 250 sheets of six different 
stickers, and the National Office fur- 
nishes them at cost of $2.00 per pack- 


age. 





“Pay Promptly” Advertising 
Increases Collections 

We have reports from over one-half 
of the 285 cities who co-operated in 
National Pay Your Bills Promptly 
Week, October 25-31, and all indicate 
increased collections during November 
particularly during the first fifteen days. 
We feel this was due to National pub- 
licity—newspaper advertising, radio 
talks, magazine articles and inserts sent 
out with. statements. 

National officers are so well satisfied 
with results they are considering mak- 
ing Pay Your Bills Promptly Week a 
part of the Association’s yearly pro- 
gramme. 





One Thousand Four-Point Collec- 
tion System Sold! 

As over one thousand of our Four 
Point Collection Systems are now in 
use by members, we feel we are in posi- 
tion to judge the value of this system, 
which we provided for our members at 
cost to offset the sale of worthless col- 
lection schemes selling at $25.00 to 
$200.00 per system. 

Hundreds of letters attest to the 
worth of our system, and members who 
have tried other means to collect slow 
accounts without results should order a 
National Four Point system at once. 

Why purchase other systems when 
you have one of your own? 























Happy New Year! 


=i HERE is something about the sea- 
son that brings warmth to every 
heart! 





Unconsciously, we put the old 
year behind and face the new. How won- 
derful that we so forget the trials and 
hardships of the past, that we anticipate 
only accomplishment and happiness in the 
future! 


Accomplishment — and happiness! In 
truth the one is corollary to the other. 
Never did I know one happy who had not 
accomplished something. Neither did I 
ever know one happy whose good deeds 
concerned only himself. ‘‘He profits most 
who serves best.”’ 





Our National exists to serve. It is the 
structure resulting from the will of thou- 
sands of us credit men to serve our firms 
and our buying public better. As we con- 
tribute to our National’s usefulness, so 
shall we serve both—and be happy in ac- 
complishment. In our thoughtful, earn- 
est, determined work we shall find our 
Happy New Year. 


In that spirit I greet you each and every 
one. For your help this past year I thank 
you. For your efforts in 1926 I bespeak 
accomplishment and happiness. 


Happy New Year! 


fovea 
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Installment Selling 
By J. R. Truesdale, Secretary Service Division 


(Excerpts from an address made before the Associated Credit Bureaus of Florida) 


The story is told in a current revue 
bf a chorus girl who makes fifty dollars 
n week and sends sixty-five dollars a 
week home, which “only goes to show 
ow bad the girl was in arithmetic.” 


The popular attack on installment 
telling proves to us only how bad some 
bf its opponents are in arithmetic. 

In business circles it is now the 
ashion to decry the deferred payment. 
{ot over a year ago our dry goods box 
conomists and our smoking compart- 

ent diplomats cussed and discussed 
bnly the Volstead Act. Today Papa 
Jolstead is being crowded off the center 
bf the stage by Florida and Installment 
belling. 



















Experts, and near experts (princi- 
bally near experts) are, with great aban- 
lon, rushing into print with wild and 
Miercing cries, loudly denouncing the 
nppalling crime of deferred payments. 
@Vhich reminds us of Henry Ford, an 
Mexpert in one line and a near expert in 
thers. You will probably agree that 
ord is one of the greatest mechanical 
Meniuses of the age, and one of the 
yorld’s worst economists and scholars. 


A wholesale credit authority has re- 
ently received oodles of columns of free 
Mublicity by his incursion into the re- 
Mail field with the declamation that in- 
Mtallment selling is the root of all evil. 
pensing the glowing warmth of the 
pot light a business editor captures its 
leeting glow for the moment by splash- 
ng printers ink all over our friend 
“redit ! 


Like moths, a horde of near experts, 
fankers, college professors, and editors 
Mre singeing their wings in the bright 
lame of publicity. In all this mass of 
ear expert authority, we hear but dec- 
amations, calamitous howlings of “ruin, 
uin,” served up with a modicum of 
easoning. 


If a “nobody” could obtain publicity 
ould anyone pay attention to his dec- 
amations on credit or any other subject 
nless they be supported by logic? And 
et with mouths wide open we drink 





in words of supposed wisdom from 
authorities talking on subjects foreign 
to their knowledge. 


For instance we all respect the banker 
as a banker just as we respect Ford as 
a mechanical executive but are we to 





J. R. Truesdale 


accept without question any and all of 
their statements on any subject? Have 
we forgotten that the banking profes- 
sion is not infallible even in banking? 
We cannot forget that the bankers 
fought the best banking law ever passed, 
the Federal Reserve Act. We do not 
forget that only a few months ago the 
banking profession looked with appre- 
hension upon motor finance paper, and 
now avidly seek this business. 


While authorities and near authori- 
ties declaim, incidentally securing front 
page publicity, big business quietly con- 
tinues to accelerate sales by credit and, 
despite theorists, will continue to do so 
to an even greater degree. 


Many are under the impression that 
installment selling is induced by greed 
for volume and more volume. Greed 
is undoubtedly a factor but not the 
basic factor. The basic factor is a child 
of the World War. During the war pro- 
duction was tremendously increased. It 
was inevitable that consumption after 


the war could not keep apace with pro- 
duction. So, since the war, the great- 
est business problem facing America was 
to accelerate consumption. ‘Take for 
example, America’s greatest business, the 
automotive industry. This industry, 
conducted on a cash basis, approached 
the saturation point several years ago. 
What were they to do? Discharge 
thousands of employees? Allow mil- 
lions of dollars worth of machinery and 
equipment to rust? Throw thousands 
of railroad men out of work? Shut 
down coal mines, ore mines, steel mills, 
textile factories? Fortunately for every 
one, the auto manufacturers lifted the 
saturation point by resorting to credit. 


Last year, we are told, four million 
cars were sold, bringing employment 
and well-being to hundreds of thousands 
of artisans. Incidentally it brought the 
great outdoors to thousands of autoists. 
Also it furnished transportation to thou- 
sands in the rush to the new mecca,— 


Florida. 


There is hardly a person in America 
who is not affected by the automotive 
industry. Stop the industry today and 
one hundred million out of our one hun- 
dred and twenty-million would soon suf- 
fer. 


The problem in this, the first in- 
dustry, is not production but consump- 
tion. Stop installment selling of autos 
and you stop everything. 


After the war we faced a housing 
shortage. This has been overcome and 
again the emphasis has been changed 
from production to salesmanship. As in 
the automotive industry sales are being 
accelerated by installment selling. Un- 
told multitudes enjoy living in their own 
homes purchased on time. 


All of us remember when woman’s 
work was never done. When Monday 
was wash day, Tuesday ironing day, 
Friday cleaning day, and Saturday bake 
day. When mother was a drudge, a 
sort of unpaid hired girl. Credit has 
emancipated womankind. Now, Mother 
is the companion of Dad and not his 
slave. With electric labor saving de- 
vices, our helpmeets can do their own 
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housework and still have plenty of time 
for bridge, golf, music, driving and re- 
forming the other fellows’ bad habits. 
Think of the countless isolated farms 
where living was so drab and dull that 
the and 


move 


it was small wonder sons 


daughters deserted the farm to 
into the cities where in the evening they 
could have movies, music and dancing. 
Today music brightens that formerly 
drab existence; music that is taken out 
of the air by a machine bought on the 
installment plan. 


All went well with credit until the 
clothing manufacturers faced the same 
problems that had been solved by the 
automotive industry, by the housing in- 
dustry, by the radio manufacturers. 
Taking the same remedy for the same 
disease in an endeavor to accelerate 
sales, we suddenly learn that it is all 
wrong to sell a suit of clothes on time. 
Why? I confess my ignorance. I do 
not know. Many have leapt into the 
glare of the spot light to declaim heavily 
that this is a heinous offense but with- 
out exception, all modestly withold their 
reasoning. Perhaps ’tis easier to declaim 
than reason. 


There are, as you all know, three 
main factors in distribution: the manu- 
facturer, the distributor, and the con- 
sumer. Briefly, we have discussed the 
manufacturer’s problems. Let us for a 
moment consider the distributor. This 
ground we can cover quickly by simply 
pointing out that every big department 
store in the United States with the ex- 
ception of two, not only give credit but 
actively seek to constantly increase the 
number of their credit customers. 


My chum, who is a Y. M. C. A. sec- 
retary, says that credit is good for the 
manufacturers and the distributor, but 
not for the consumer. Is he right? 
Years ago, the Belgian Government un- 
dertook to build a railroad in the Congo. 
They were unable to secure labor be- 
cause the natives were not interested in 
money. It meant nothing to them. 
Clothing and food could be picked off 
a tree. They needed nothing, so why 
work to get money? The Belgians had 
to inculcate new desires in the natives. 
They built a pleasure park. The natives 
were wild to try all of the various fun- 
making devices. But they could not do 
this without money. So they worked 
to get the money and the railroad was 
built. 


That illustration still applies. Under 
a thin veneer of civilization we are just 
children not so far removed from the 
Congo natives as we like to think we 
are. 


As Garet Garett says in the Decem- 
ber 12th Saturday Evening Post: 


“There is about that measure of sur- 
all 
industry to’ in- 
this, all that 
series of organized activities under the 
They have 


plus capacity through industry. 


Hence the anxiety of 
crease demand. From 
general ‘head of selling.’ 
one end in view. That is to stimulate 
effective wanting. ‘This means of course 
to impress upon the imagination new 
thoughts of desire, new comparisons in 
the pattern of common living; it means 
in addition to tap new wells of human 


exertion.” 
One axiom from the old textbooks is 
still valid. 


not enough. 


Merely to want a thing is 

One may want it wish- 
fully and still be unwilling to put forth 
The 


desire must be strong enough to move 


the effort necessary to achieve it. 
the mind and the body. Then one will 
possess the thing desired and wanting is 
effective. 

Credit selling, even carried very far, 
is justified on this ground. The initial 
effort is made little, but a new habit of 
possession is created, and for that the 
man will exert himself more. 

I dare say that very few of our near 
authorities are aware that today retail 
credit can safely be greatly extended. 
Do any of them know that over six 
hundred reliable retail credit bureaus, 
banded together in the Service Division 
of the Retail Credit Men’s National 
Association, can and do protect retail 


business ? 


Theorists to the contrary, the great 
problem now is not to hamper distribu- 
tion, not to dam up production but to 
accelerate distribution by a greater use 
of credits. 

The problem is to make retail credit 
safe for business. To do this we must 
have better bureau service. We must 
have such a service in every city. This 
can only be done by the financial sup- 
port of retail business. Bureau Manag- 
ers have a dual function. They are both 
producers and distributors. They must 
not only furnish service, but they must 
sell service. 


Practically all retailers support and 
use the local retail credit bureau but 
unfortunately all too many retailers do 
not yet realize the importance of this 
work and as a consequence do not ade- 
quately finance the service. 
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Will Lower Retail Prices , 
Less Markup Needed to Cover Dp 
creased Losses, Secretary of Okla- 
homa City Groups Declares 
Oklahoma City, Jan. 4.—Retail dis 
tribution of merchandise in Oklahom 
City at lower prices is foreseen by 4 
D. McMullen, secretary of the Okeg ,,., 
homa City Retailers’ Association anj Serv 
of the Retail Credit Men’s Associs ferred 
tion, as the result of the increased ip Dignif. 
terest of merchants in the credit rating Credit 
service available at association head 5%4?- 
quarters. en's A pj 
“The fact that the demand for credit nage 
reports from local merchants has ji te 
creased almost 50 per cent in the lage 7 
two years reveals a better spirit of o it . , 
operation among retailers, and mean SS 
lower prices for the consumer,” he sai credit P 
“Nine years ago, 6 per cent of all credi onthon 
accounts carried in the city were never ane 
collected. Merchants had to get mom Artic 
for their merchandise to cover this lox tend to 
This year only one-fourth of one peg business 
cent of all credit accounts were uncolg of being 
lected. This means that merchanig tive nat 
this year are able to sell more than § find in 
per cent cheaper than they were ning ™ore h 
years ago.” One 
The 27 per cent increase in the num on the 
ber of credit reports furnished this yea adverti 
over last, is proof that credit business if 4 new 
on the increase in Oklahoma City, ti the hor 
secretary said. the cus 
It is estimated that more than 65 pe furnitu 
cent of the merchandise bought in th linens, 
city is bought on credit. Of this pet stoves, 
centage the estimate shows that at leaf radios, 
half is paid on a term plan of six month books, 
to a year. their ci 
Investigation of the credit clothinfl these 2 
stores reveals no depreciation in equal 
number of suits sold on this basis, anf amount 
among women’s apparel houses dealing charge, 
with this class of trade report that a $100.01 
increase is in evidence. to a ra 
The element of danger foreseen b@ cipal. 
some business men in the fact that pet This 
ple are spending their salaries befor his his 
they earn them is belittled by severly | firs 
local merchants dealing in installmet ee 
accounts. They declare that the credi chandii 
extension is enabling people to live bet of $13 
ter, to have better clothes, and is helpin —— 
to educate them, and that it is there Ano 
making it possible for them to earn mom Vertise 
money.—W omen’s Wear. similar 
chase | 
“Credit Columns” onl 
The new bulletin of the Los Angel This 
Association has made its appearance um POrtun 
der the title Credit Columns, with M the sa 
J. H. Van De Water as Editor. [tg 4°¢ 
an excellent publication, attractive Under 
printed and well gotten up. We p fall o 
dict it will become the tie which bind furs, \ 
together our members in our Conve ‘lothi 
tion City of 1926, transa 
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il dis 
ahoma 
by A 
Olle “Service Charge Permits Use of De- 
n ang ) ’ . ” 
oll ferred Payments at Cash Prices. 
ed wl “Dignifying Installments. Your 
i . . hy 
ratie Credit is Good; Our Terms are a 
head 54? Increase in Selling of Wom- 
en's Apparel on Installment Plan Seen,” 
etc, etc., these are typical headlines of 
cred many articles which have recently ap- 
ss peared in all apparel papers. The major- 
ne las ity of these articles have been in favor 
of ce of the ten-payment, or the installment- 
Meai§ credit plan, in the distribution of men’s 
© Sag and women’s apparel, and other com- 
credi modities. 
never 
+ mont Articles along these lines naturally 
is lox tend to, and will, mislead some of the 
ne peg business men of this country, and instead 
uncolf of being articles and items of a construc- 
rchant tive nature, such as one would expect to 
than @ find in the trade papers, they might do 
e ning more harm than good. 

One of the largest department stores 
€ num® on the Pacific Coast not very long ago, 
MS yeu advertised that they were “Inaugurating 
iness a new and helpful buying plan through 
ity, ti the home budget service.” They told 

the customer that this plan applies to 
65 h@ furniture, draperies, rugs, household 
in ti linens, bedding, household utensils, 
US Pe stoves, crockery, linoleum, victrolas, 
at lea radios, trunks, silverware, cameras, guns, 
monti§ books, bicycles, and furs, suggesting to 
_ their customers that they could purchase 
othin these articles and pay for them in ten 
in ti equal monthly installments. To the 
sis, and 


amount of the bill is added a service 
charge, or carrying charge of $3.95 per 
$100.00 purchased, which is equivalent 
to a rate of 6%, on a diminishing prin- 
cipal. 
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This charge the customer pays with 
his first payment. In other words, the 
customer buying $100.00 worth of mer- 
chandise would make an initial payment 
of $13.95, and nine subsequent monthly 
payments of $10.00 each. 


Another large store in the west ad- 
vertises and advocates to its customers a 
similar plan, telling them that the pur- 
chase price of the merchandise is divided 
into ten equal monthly payments. 
“This plan gives our customers an op- 
portunity to buy standard merchandise, 
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nce 

ith Mm the same as is bought to sell generally 
. Jt@ a cash basis, with longer time to pay. 
actively Under this plan you can buy your new 
Ve p fall outfit, shoes for the entire family, 
h bind furs, women’s apparel, linens, children’s 
Convem Clothing, a trousseau, or what not. The 





transactions may cover one item or may 








Talking About That Ten-Payment Plan 


By Robert Stern, Credit Manager, A. Harris & Company, Dallas, and 
First Vice-President Associated Retail Credit Men of Texas 





the fostering of too-easy terms on perish- 
able merchandise. 
be a budget of several.” They also 
make a service charge for the extended 
time payments. 

A policy of this kind, of course, 
creates a tendency toward overloading 
individual credits, and danger is seen in 








In determining credit policies, 
a great many merchants have 
a tendency to see only one side 
of the question and that is— 
how to get more business. 
They fail, however, to analyze 
the element of risk involved 
which must always be care- 
fully considered when a cam- 
paign for charge customers is 
put on. 


We all want to increase our 
sales, but when this is done at 
the cost of reasonable safety 
in extending credit, the move 
is not only unwise, but disas- 
trous. 

—Robert Stern. 








It is understood, of course, that the 
marketing of certain commodities nat- 
urally lends itself to the installment 
basis, but there are many commodities 
to which this system should not be ap- 
plied, as in the case of those which 
deteriorate rapidly, or in which there 
would be difficulty of recovery in case 
of default in payment, and when the 
plan by its nature grossly encourages ex- 
travagance without a substantial reliev- 
ing element of thrift in it. It can be 
found that ever so many retailers featur- 
ing the installment credit plan call it 
the “Thrift Plan.” 

The danger is not merely an economic 
one, but one in which character and a 
moral element are involved, an element 
which might react at some time upon the 
economic stability of the country, and in 
case of a panic which might affect the 
credit status of this country, with the 
present tendency to overload our citizens 
with credit obligations proving disas- 
trous. 


I am taking the liberty of quoting 
from a statement by Samuel J. Bloom- 
ingdale of Bloomingdale Brothers, who 
says in part, as follows: 


“Credits wisely given. are a service, 
credits unwisely given are a detriment. 
Because it is essential, credit granting 
needs a safety control, and inasmuch as 
all merchants are desirous of having 
satisfied customers, they should not en- 
courage overbuying, because it will make 
for a dissatisfied customer.” 

In commenting on the attacks against 
the installment method of operating, 
Mr. Bloomingdale says: “Credit is the 
cornerstone of our economic structure— 
the basis of 90 per cent of the country’s 
business, according to accredited author- 
ities, 

“Credit is like nutrition, which, taken 
wisely, promotes health and life, taken 
unwisely, destroys. Would you bar 
nutrition ?” 

“Bloomingdale’s, besides selling every- 
thing the average department store car- 
ries, have sold millions of dollars of 
pianos, phonographs, radios, sewing 
machines, vacuum cleaners, furniture 
and rugs, on credit. And our experi- 
ence, extending over many years, has 
been that the people who have over- 
bought were a negligible minority. 

“It has enriched the life of the public, 
by putting better furniture in their 
homes, by giving them music, by putting 
them in touch with the great world of 
information and entertainment provided 
by the radio, by piling them into auto- 
mobiles for comfortable, healthful trips 
to the seashore, to the world of trees 
and flowers, to the great mountains 
where the air is pure, ‘Where all of 
Nature pleases and only man is vile.’ 

“Don’t tell me that this uplifting of 
environment, this broadening of the 
contact, has had no influence in the 
making of happier people, better citi- 
zens, 

“Another thing. The increased dis- 
tribution of goods caused by selling on 
credit, has given wider employment, and 
has reduced prices, enhancing the joy, 
and cutting down the cost of living. 

“Cut off credit and see what will hap- 
pen. Less production. Less employ- 
ment. Less happiness for the millions. 


A reversion to social conditions which, 
bearable when the pdpulation of the 
country was small, would be intolerable 
today. 
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“No! Credit is an essential force of 
the 20th century life of the nation. 
Like all other great forces, it needs a 
safety control. And that safety control 
is almost automatic in the retail field. 
Every merchant desires satisfied custom- 
ers. Encouragement to overbuy most 
often results in dissatisfied customers. 
Consult your own best interests. And 
you'll conserve the best interests of the 
people. 

“To sum up, credits wisely given are 
a service to all concerned. Credits un- 
wisely given, are a detriment.” 

This is a wonderful expression from 
a successful business man, expressing 
correctly the wonderful possibilities and 
accomplishments of intelligent credit 
granting. As a credit man, I am only 
too glad to subscribe to every word as 
expressed by Mr. Bloomingdale, and 
only wish I was able to express myself 
as intelligently and forcefully as Mr. 
Bloomingdale does in this article. At 
the time it was published, I took the 
liberty of preserving the same in my 
scrap book. 

You will note, that in discussing in- 
stallment buying, Mr. Bloomingdale 
confined himself strictly to the endorse- 
ment of an installment credit policy as 
applied to furniture, musical instru- 
ments, sewing machines, vacuum clean- 
ers, and such articles as have always 
been sold by legitimate business houses 
on a deferred payment plan, and every 
credit man in the United States, so far 
as I know, subscribes to this policy. 
However, is there a need for changing 
our present safe and sane credit methods 
and educate the public to buy the com- 
modities of life, men’s and women’s 
wearing apparel, and what not, on credit 
terms which must eventually become a 
burden to them? 

Just think of it! They are permit- 
ting their customers, as an example, to 
make final payment in October on a pair 
of shoes, a garment, or what not, pur- 
chased in January, and the article in 
question might have been discarded in 
April or May, after having seen good 
wear, and not fit for further service, dis- 
carded five months before the customer 
makes the last payment on the transac- 
tion. 

Installment selling will, naturally, 
produce, for a time, larger volume of 
sales. If, however, the majority of the 
retailers use the same tactics, will it not 
eventually leave all of them in the same 
relative position which they now occupy 
—except that they have added to the 
cost of distribution, for which the cus- 
tomer must ultimately pay? 

The consumer has a dollar. If a cer- 
tain per cent of his dollar goes to pay 
interest, so to speak, on money borrowed 
to make the purchase, or carrying 


(Continued on page 20) 
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Read these stickers—they carry money-getting messages 


Watch Collections Closely 
For the Next 90 Days! 


This is a crucial period in collections! Christmas purchases were 
heavy—many charge customers overbought—in the high enthusiasm 
of holiday giving. 

Now, comes the reaction. Many accounts, unless watched carefully, 


will slide into the ninety days—six months class and you know what 
that means. 


Get the Jump on (Collections with the 
National Sticker System! 


Start right now on your overdue accounts. These stickers, inexpensive» 
almost automatic, will take a big expensive load of your collection depart 
ment. And, they’ll get the money without offending the customer. 


All that is necessary to start the system is to make up statements of all your 
overdue accounts, attach sticker number one and mail them. Ten days later 
repeat with number two and so on—even your most hardened slow-pay, by the 
time he has received the entire series will realize that your bill will have to be 


paid. 
Six Stickers to set as shown—printed in two colors, text, emblem and inside 
border in black, wide outer border in bright blue. Packed 250 sets of six in 


strong envelope as shown, with full instructions for using. 


250 sets of six (1500 in all) $2.00. 
1000 of any one sticker $2.00 


Retail Credit Men’s 
National Association 
Equitable Bldg. Saint Louis 
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My Conception of the Duties of the 
Retail Credit Manager 


By T. B. Everett 


Credit Manager, Ivan Allen-Marshall Company, Atlanta, Georgia 


It not only has been aptly said, but 
it has been truly said, that the efficient, 
well trained credit manager is the great- 
est diplomat of modern times, and 
modern business gives him fullest play 
for his imagination. 

To such a credit manager the intrica- 
cies of business appeal, because they of- 
fer worth-while problems to solve, and 
he is solving them because he has been 
trained in the art of constructive imagin- 


ation, diplomacy, patience and hard 
work—four essentials that make for 
success in his profession. 


The president and directors of a busi- 
ness show their capacity for management 
through the success they have achieved 
in capitalizing their opportunities for 
investment: the general manager, the 
sales manager and other executives of a 
business are responsible only for an im- 
mediate gain. The credit manager of 
today, on the other hand, while not re- 
sponsible for financing or selling or pro- 
duction, must capitalize the greatest of 
all business resources—he must cap- 
italize the good will of the company if 
he would claim success, for upon him 
falls the indescribable service which 
flows from an organization where all 
the activities function smoothly, with 
speed, accuracy and dependability. He 
deals with the invisible capital of the 
organization. 

The modern credit manager is a fac- 
tor in our everyday economic business 
life for, without the well regulated func- 
tions of his department and his efh- 
ciency, business as we know it today 
would stagnate. Can you show me a 
modern, highly prosperous enterprise 
(with Credit as a part of its system) 
that has no credit department? You 
cannot! The Credit Manager is here 
to stay and business cannot dispense with 
his services, for as society grows in its 
progress, so will the responsibilities of 
the Credit Manager. 

Now then, let us see just what some 
of these responsibilities and duties are: 
To my humble mind the greatest re- 
sponsibility he has is his loyalty to those 
ideals that contain the principles of 
honesty and fair play. 

He must above all things and under 
all conditions be honest with himself if 
he expects to be honest with others. 

He must play the game squarely and 
fairly for if he hopes for the confidence 


of his employers, friends and his custom- 
ers, honesty must be his beacon light. 


His next important responsibility is 
his loyalty to his employer, for no man 
can expect to rise unless he uses loyalty 
to those he serves as a stepping-stone. 
Be loyal to your employer and he will 
be loyal to you. 








There is no known profession 
where “snap judgment” must 
be of a higher quality than 
that of the retail credit mana- 
ger, for there are times when 
he must decide a momentous 
question involving a great deal 
of money in the twinkling of 
an eye, and the reputation of 
the credit granting profession 
is often in the hollow of his 
hand. 
—T. B. Everett. 





Next in order, I would say that the 
credit manager should be loyal to his 
customers. He must remember at all 
times that his customers are the great- 
est asset to his business and loyalty to 
them should be the greatest factor in 
his service to them. 


These are the three greatest responsi- 
bilities that fall upon the shoulders of 
the Credit Manager and, for those 
credit men who strive to live up to 
them, a rich reward will surely be 
reaped. 


Now let us go further and analyze 
the duties of the retail credit manager. 
If the credit manager is not versatile in 
office routine, then he is missing a great 
opportunity in his goal for success. I 
do not mean office routine in a narrow 
sense but those broader duties in the 
successful operation of a business as a 
whole. The successful credit manager 
will find it to his advantage to become 
just as familiar with the functions of 
the sales department or the shipping de- 
partment or any other department of his 
company as he is with his own, for his 
department will be found to be tied up 
in some way with every other depart- 


ment. Otherwise there will be a great 
lack of co-ordination in his own depart- 
ment that makes for service his com- 
pany owes to their. patrons. 


He must learn, to the highest possible 
degree, the simple art of ‘Common 
Sense,” for he will have use for it every 
day of his life if he is to come in direct 
contact with the public, as it is the foun- 
dation of every decision he will possibly 
make in handling credits and passing 
final judgment on every case that comes 
up for decision. 


There is no known profession where 
“snap judgment” must be of a higher 
quality than that of the retail credit 
manager, for there are times when he 
must decide a momentous question in- 
volving a great deal of money in the 
twinkling of an eye, and the reputation 
of the credit granting profession is often 
in the hollow of his hand. 


He must be broad in all things and 
especially in the making of adjustments 
and handling the multitude of com- 
plaints that come up daily, for upon his 
judgment may determine the future 
business and good will of his customer. 
He must at all times be diplomatic and 
tactful, not only in the handling of his 
customers, but in handling his office 
help; for he is often the sole judge of 
matters that at times seem trivial to him 
though to others they are seemingly very 
important. 


He should work in closest harmony 
with the sales department keeping in 
mind always that upon the proper co- 
ordination of the sales and credit depart- 
ments depends the success of the busi- 
ness. 

He must be capable of visualizing 
economic financial conditions, not only 
in his immediate locality, but through- 
out the entire land; for the condition 
of one section is very often influenced 
by the financial condition of another. 
He may have a stupendously large cot- 
ton crop, but if our cotton-buying cus- 
tomers in another section have no money 
to buy our cotton, surely it will be re- 
flected in his sales and collections—and 
most particularly in the latter. 

Remember the economic seven year 
cycles of 1907, 1914 and 1921. 

The efficient retail credit manager 
must be well versed in Commercial Law, 
for it is absolutely necessary that he 
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know beyond any question of doubt his 
company’s legal rights. He should be 
particularly well versed in the laws 
covering contracts, personal property 
and Commerical Instruments. 

He should strive in every possible way 
to be an executive of the highest order, 
for the future of his business career de- 
pends on his ability as an executive and 
as such he will always find “his place 
in the sun.” 

He should understand fully and thor- 
oughly the fundamental principles of 
business administration, for he is a busi- 
ness executive and business is his pro- 
fession. In the parlance of the trade 
he is not known as a salesman, nor is 
he called a salesman, but he is really the 
greatest salesman on the pay rolls of his 
house. He is daily selling not only 
credit and credit resale, but, through 
tact and diplomacy he is selling the com- 
pany’s greatest asset-—‘‘Good Will.” 

He should have a fair knowledge of 
financing, not only from the standpoint 
of the banker but he should be versed 
at least in its fundamentals. He may 
be called upon at any time to discuss 
the investing of surplus funds of his 
company, and he should know how to 
invest such funds so that at least a fair 
and safe return will be received. 





Along this same line he should under- 
stand to a fair degree the principles of 
banking; for remember, he is usually the 
custodian of the company’s funds and 
should understand fully the processes 
whereby he will receive the greatest 
benefits in depositing his funds, such as 
interest on free bank balances, reduc- 
tion of exchange, expense, etc. 

As a granter of credit, the retail 
credit manager should understand its 
scientific principles; for remember there 
are no mysteries surrounding the grant- 
ing of credit. It is no different from 
any other profession or vocation having 
for its basis the principles of character, 
capacity and cash. 

The successful granting of credit is 
usually understood and learned through 
long years of experience in acquiring a 
keen knowledge of human nature and 
using those princples of common sense 
and good judgment. 

We often hear of some Credit Man- 
ager having a “sixth sense’”—well, it’s 
not exactly that, but just plain “common 
sense.” 

Again, the retail credit manager must 
be a good collector. It oftens happens 
that the credit and collection depart- 
ments are two distinct departments hav- 
ing at their heads two different man- 
agers. Usually, however, the credit 
manager has risen from the ranks via 
the Collection Department but even if 
this is not the case, he should understand 
fully the collection end of the business. 


No department of the business re- 
quires more tact and diplomacy than 
the collection department, as most of the 
collecting is done by mail and the qual- 
ity of a dun letter will usually show 
the quality of the sender. He should 
be able to model all letters in such a 
way that the idea is positively sold to his 
customer that he wants the money; but 
remember this idea can be sold in a 
good and a bad way. He should strive 
to be a good correspondent, for, upon 
his ability to handle this end of the job 
depends the rapid turnover of his ac- 
counts receivable, and he should always 
keep in mind that his merchandise is not 
sold until paid for. 


Our modern Retail Credit Manager 
must be a good organizer, for he must 
operate his office under a well organized 
plan to create the greatest possible ef- 
ficiency. First, he must understand the 
detail of office arrangement and equip- 
ment to secure the greatest amount of 
speed and accuracy with the least 
amount of effort. His office must run 
along smoothly at all times. 


Second, he must be conversant with 
accounting principles so that his account- 
ing department will properly function. 
To this end he must install the best 
accounting system he can devise, and one 
that is tied up to all departments; at 
the same time he must devise a filing 


system to handle properly all corre. 
spondence, and especially credit reports, 


He should be able to get up his owf 


“Departmental Reports” showing in de. 
tail such items as :— 

Percentage of loss to sales on bad 
debts. 

Volume of business 
adverse credit decisions. 


lost through 


Volume of business rejected. 

Cost of Collections. 

Progress made in collecting certain 
class of accounts. 

Comparative Cost of selling charg 
customers as against cash customers. 

Office Budgets, etc. 


Third, he must be qualified to selec 
his assistants and office help to get the 
best results, securing those best trained 
for certain positions. This requires 
good judgment on his part, and time 
spent in picking the best for his office 
is indeed a geod investment. 

In the final analysis we might add 
that the retail credit manager must have 
initiative and at all times be ready to 
back his judgment to the limit. He 
must be always polite and affable and 
meet halfway those of his customers he 
knows need his help, for remember, he is 
the ambassador of good will, and we are 
not only selling merchandise, but we are 
building modern commercial institutions! 








Here’s an inexpensive method for 
the collection of small balances. You 
know how costly and exasperating 
those small balances are! ‘‘Too 
small,’”’ the customer thinks, ‘‘too 
much bother to write a check for a 
few cents.”’ 


So you have to send statement after 
statement—your bookeepers have to 








Try This Method 
On Small Balances 


carry these small balances over 
month after month—until the cost of 





collection exceeds their value! 


Make it easy for your customers to 
pay small amounts-——send one of 
these reminder-envelopes with each 
small balance statement and elimi- 
nate collection worry. 


Price $4.75 per 1000 
Order from the National Office 
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The President’s Message 


Last month my message was a plea 
for good credit reporting bureaus in 
community—for bureaus well 
equipped, well managed, well financed— 
for bureaus that are units in our Na- 
tional structure. 


every 


Now I ask that every community de- 
velop a credit policy. 


No merchant these days is entirely 
independent. His business course is in- 
evitably charted with due regard for the 
customs and practices, not merely of his 
competitors, but of non-competitors. 
He even heeds the customs and prac- 
tices prevalent in other cities. No factor 
of retail business so reflects this truth 
as the credit factor. 


The buying public is sensitive to every 
advantage, and is usually eager, for 
either the maximum of time in which 
to pay, or the minimum of price. Hence 
we find demand for the one or the 
other, resulting in development of the 
installment business on one hand, and of 
cash stores on the other. 


The truth seems to be that the thirty- 
day charge account is cheapest of all to 
serve, hence produces the minimum of 
overhead expense and the very lowest 
price to the buying public. If this 
truth were generally understood, both 
merchants and the majority of the buy- 
ing public would be keen to keep busi- 
ness on that profitable basis. But there 
is no such general understanding and 
te conduct business on that basis makes 
necessary the observance of certain rules, 
and both public and merchant are im- 
patient of rules. 


Almost nobody makes a mistake de- 


liberately. No one will deliberately 
take any action he knows will lead to 
distress. Business mistakes, as other 


kinds, result from lack of information. 
It can be truthfully said today that the 
majority of merchants have little prac- 
tical knowledge of the economic funda- 
mentals of credit, and certainly the buy- 
ing public has still less. Therefore our 
merchants must be taught to conduct 
their business rightly, and our buying 
public must be restrained and taught. 


Useful information is not successfully 
disseminated by disorganization. To the 
contrary, the better the organization, the 
better the result, and this is true when 
there is. a great quantity of literature 
on the subject to be studied. When 
such literature is sparse, and information 
is mostly gained by contact, the organ- 
ization must be even stronger. 


There is some, but not a great amount, 
of literature on Retail Credits, and what 
does exist has no interest to the buying 
Therefore, the 
every community must get together, and 


public. merchants of 
have an organization for the purpose, 
else we shall always lack a credit struc- 
ture and we shall lack a credit policy. 
Our business will be dictated by the 
consumer instead of by the merchant. 
In the majority of communities that 
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condition exists today, while other com- 
munities do enjoy a credit policy, and 
a structure that permits retail credit to 
be “an implement of volume and profit 
for the merchant—an implement of 
thrift and accumulation, as well as a 
convenience for the buying public.” 


It is such organizations of merchants 
and credit men that we call “Local As- 
sociations.” Their purposes are to de- 
velop and support their Reporting Bu- 
reaus; to develop a credit policy; to edu- 
cate the buying public of their commu- 
nities by restraint, publicity, and con- 
tact, to observance of that policy; to de- 
velop contact with neighboring commu- 
nities; to provide contact between the 
individual merchant and our National 
Association. 


Many communities have tried thus to 
organize, their efforts resulting in even- 
tual failure. In these cities it is after- 
ward doubly hard to create interest in 
organization, but that does not lessen 
the necessity. Meanwhile scores of 
cities have found the way to practical, 
useful community credit cooperation. 


Generally speaking one community is 
made up of the same manner of men as 
another. Merchants’ problems are the 
same everywhere. The essentials of 
good business are likewise similar. The 
buying public is little different. All are 
men and women and children. True 
principles here are true principles there. 
With perhaps slight modification, the 
plan of organization that succeeds in one 
city will succeed in another. 


Observation clearly indicates that 
local Associations organized on the plan 
suggested by our National do succeed. 
Personal contacts, close association, dis- 
cussion of common problems, do bring 
merchants and credit men to the point 
where they “speak the same language.” 
This has uniformly resulted in impetus 
toward formation of a community credit 
policy. In such cities the bureau is bet- 
ter managed, better financed, better sup- 
ported, more used. 


Here is a wonderful opening to in- 
crease our National’s usefulness. Our 
Credit Service Exchange Division now 
has nearly six hundred members in as 
many cities. But there are local Asso- 
ciations of ten members or more in only 
one hundred and fifty cities. Already 
useful, already a power, what would we 
not accomplish if we had locals of even 
ten members each in the four hundred 
and fifty other cities? The new would 
help the old and the old would better 
help the new. We should add to our 
usefulness, our authority, 
power. Our members 
strength. 


and 
measure 


our 
our 


Let us build new locals where there 
are none now, remembering that our 
National is a cooperative organization, 
with a volunteer membership joined to- 
gether that an increasing volume of 
credit business may be profitable. 


Let us build our Reporting Bureaus, 
and our locals, considering each as a 
part of a larger structure. Let us re- 
member that what builds one also builds 
the other, and that what weakens one 
also weakens the other. One unit of 
this structure must be weak if it stands 
alone. By making both bureau and 
local parts of a greater structure, both 
will be most profitably strengthened. 


Let us not merely dream about it— 
let us be at it—each doing our bit to- 
day. 
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Typical installation of Authorizing Boards 


HARGE methods need no longer be com- 
promised to permit the handling of “Cash” 
and other transactions on the same equipment. 


The National O.K. Credit System is devoted 
exclusively to the handling of charge sales. 


This method eliminates delay and confusion 
in sending charge slips back and forth to be 
stamped O.K. 


It places all authorizing in the main credit 


office under the personal directidpbser- 
vation of the credit manager. jj 


Releases valuable selling space dd for 
special authorizing and cash rod 


It makes all authorizing direct §Sonal 
between credit office and salesp@ hese 
and many other advantages rem the 
fact that the National O. K. Cra®m is 
exclusively designed for charge @g. 


THE NATIONAL CAS 
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jor charge authorizing 


The first of a series of advertise- 
ments showing the advantages of 
the National O.K. Credit System. 
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Don’t Miss Your Best Bet 


By Chas. Peeler 
Credit Manager, Knights, Okmulgee, Okla. 


“Credit Granting 
& Intelligent Management,” was pub- 
lished in the Credit World, I have had 
requests from 
for more detailed information on why 
I placed so much stress on the opening 
of an account through the usual chan- 
nels, and on the filling out completely 
of a signed application blank. 


Since my article, 


various credit grantors 


percentage of 
application 


To open the greater 
your accounts without an 
blank procedure is like writing a busi- 
ness letter and leaving out the proper 
opening paragraph. I deem it very im- 
portant to have the applicant sign ap- 
plication, for in so doing, they are im- 
mediately impressed with the sole 
thought that they have pledged them- 
selves to an obligation. They have made 
a written agreement to pay at a specified 
time or within a set date; they have 
given information for the purpose of se- 
curing credit; they have placed an open 
eye on their financial affairs which 
would assist in the collection of the 
account should it become delinquent or 
in the bad list. 


Such an agreement acts purposely as 
a gentleman’s agreement for specified 
purposes: the mere thought of having 
made a purchase without signature or 
application blank or the most important 
factor, that of definite agreement as to 
terms, has a tendency to promote slow 
payment, and slow payment in turn, in 
many cases, develops into bad accounts. 
‘The credit f 
experience has found that the slow pay- 
ing habit tends to create bad accounts. 


grantor who has years of 


Experience has proven that, when the 
buying and borrowing public gives notes, 
payments are met with punctual con- 
sideration. It is an unmistakable obli- 
gation that is ever before them until 
paid. The signing of this instrument 
with the specified due date is the basis 
of this result. Therefore, is it not 
plausible to believe that a signed ap- 
plication blank with specified terms is 
likely to produce the same conditions? 
Proof is readily obtained from the many 
Credit rating bureaus of Local Associa- 
tions and from their collection depart- 
ments as well, that the concern having 
a credit grantor using this safe and 
sound basis of extending credit has the 
largest percentage of prompt payers and 
that their accounts for collection are 
among the smallest in number. 


It is equally as important to take into 
consideration the applicant’s ability to 
carry out the fulfillment of terms as 


Part of the information neces- 
sary for this decision you can secure 
from the information put on the blank, 
and much more from the Local Asso- 


written. 


ciation rating files which show, over a 
period of time, the history of the ap- 
plicant’s prompt paying. In many in- 
stances you will find applicants that 
have am exceptional moral record, and 
still, their ability to pay worthless. The 
old story, of course, of cash on the 
barrel head must, in such cases, rule. 


One thing, now, that credit grantors 
must take into serious consideration is 
the ten-payment plan, or the installment 
account craze which is becoming so 
popular. The new plan seems to be 
directly against the policy every credit 
grantor has put forth and tried to estab- 
lish, the thirty-day policy. We made a 
united effort to create a thirty-day pay 
basis in the United States, and it seemed 
we were gaining way, until today. 


The ten-payment plan is as a new 
perscn in our midst, preaching longer 
terms. Many of us credit grantors will 
resort to this plan, and we must, more 
than ever, have a more detailed file of 
information on each applicant. The 
success of the installment plan depends 
entirely upon the strict policy of the 
credit grantor in pursuing a definite 
policy in not permitting an installment 
to become overdue, and in not allowing 
due date changes. It is my opinion that 
some will succeed and prosper with the 
ten-payment plan and installment  ac- 
counts, while a great many will find 
this plan a great hazard, with unprofita- 
ble accounts, along with many losses. 


The application blank (properly filled 
out) will be as important a factor to 
the new credit system as it is to the 
present day credit method. It adds an- 
other signature to the responsibility of 
the applicant and gives a written state- 
ment of financial information. Have 
you ever wondered why _ wholesalers 
and bankers require a written and signed 
statement? It is very simple when you 
consider the importance of a signed ap- 
plication. A line of credit is nothing 
more or less than lending a person a 
sum of money, and may be termed as 
a loan until full payment of the obliga- 
tion has been made. 


Credit grantors who have been issu- 


ing credit for many years can easily 


recall the enormous amount of losses in 
accounts receivable charged to the profit 
and loss account at the end of the year. 
They can date back these years, and 


compare the volume of credit business 
done now and the losses sustained, and 
they will find the losses have been de- 
creased more than 75 per cent, this re- 
sult being directly traceable to the ef- 
forts of the local associations and the 
Retail Credit Men’s National Associa- 
tion. Not only does the Association 


gather valuable information for the 
credit grantor, but it assists along lines 


of credit granting instruction. 





Refusing an Applicant for Credit 

What is the best way to do it? Opin- 
ions and methods differ. Some methods 
are good and some are very bad. The 
bad methods make enemies but we be- 
lieve this is entirely unnecessary. We 
have known of cases where it was done 
in this way: “ “We cannot open an ac- 
count with you because we have in- 
formation that you owe the Smith Com- 
pany $35.00 which is more than six 
months past due.” It doesn’t matter 
much whether you tell the applicant 
where you got the information or not, 
for he will usually know anyway. But 
the trouble with such a remark is that 
you make an enemy for the Smith Com- 
pany by telling your customer where the 
information came from. 


Develop and create a respect for your 
central Credit Bureau by stating frankly 
“Our Credit Bureau, of which all the 
stores are members, reports you are not 
taking care of your bills as you should. 
Of course, if a mistake has been made 
they will be glad to rectify it. We sug- 
gest you call at our Rating Bureau and 
clear your record.” Simple! No re- 
flection on any firm and you have im- 
préssed the customer with the fact that 
you have an organization. 








CREDIT MAN 

| WANTED | 

A Department Store ina | 

city of 200,000 population | 
with a volume of 6 million— 

3 million credit-—catering to | 
| the medium and best trade, | 
| is open for an A-1 credit | 
| man. Full experience, proper 
| credentials as to character, | 
| integrity, efficiency, and 
| photo must accompany ap- 
plication. 


Address R. L. B., Care of | 
Credit World 
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Collection Letters 


2. KINDS OF COLLECTION 
LETTERS 


As has been emphasized, the best col- 
lection letter is the one that fits best 
the particular man addressed, the par- 
ticular delinquency, and the special stage 
in the handling of it. In this sense, 
every collection letter is a distinct and 
individual problem. It is possible, how- 
ever, to divide the collection process 
roughly into stages, four of which are 
treated below. Other arrangements of 
steps are of course possible; the plan 
which follows is merely typical. 

A. Formal notice. 


1. Let the tone be merely 
impersonal; sometimes a 
printed notice is best. 

It is generally agreed that when an 
account becomes overdue the first step 
is simply to call the customer’s atten- 
tion to the matter. The mildest possible 
method is merely to send a second state- 
ment. Some houses stamp on the face 
of this statement a request for remit- 
tance; others write a little note which 
is kept almost as impersonal as a printed 
slip. 

The idea in any case is to avoid sug- 
gesting to the customer that the few 
days’ delay is considered a matter of 
serious delinquency. The customer is 
sure to regard such a delay as a small 
matter. The number of these formal 
notices varies a great deal. Some houses 
send two or three, especially to custom- 
ers of the highest responsibility. In con- 
trast, there are firms who send no such 
notices, beginning at once with a per- 
sonal letter that emphasizes their earnest 
desire for clocklike regularity in meet- 
ing of invoices. 

2. Say that you are enclosing 
a statement, repeat the de- 
tails of the account, and 
make a simple request for 
settlement. 

Since this letter is not much more 
than a formal reminder, it need merely 
mention the details of the account and 
courteously request that a check be sent 
in settlement of the account. Sometimes 
various kinds of sales material are also 
included as a further assurance of con- 
fidence, but the practice is not one very 
commonly employed. 

B. Personal requests. 


1. The tone should be one of 
frank friendliness. 

If a statement and. a formal request 

have failed to get either payment or a 


By Edward William Dolch, A. M. 


( Continued from last issue ) 


response, it is time to try for a frank, 
open, man-to-man understanding with 
the debtor. The writer's own frank- 
ness will suggest that the debtor be 
frank in return. Since the correspond- 
ent is seeking a quiet intimate contact, 
it is essential that the letter be pervaded 

by a hearty tone of friendliness. 
2.Begin quite informally, 
mentioning the details of 

the case incidentally. 

To begin a personal letter like this 
with mechanical repetition of the 
amount of the bill, when due, etc., is 
very ineffective. These details should 
be mentioned, but should be included 
incidentally in a first sentence which 
emphasizes the writer’s good-will, his 
desire to know if anything is wrong, or 
the like. 

3. Emphasize as the reason 
for the request that all 
business is run on the as- 
sumption of prompt pay- 
ment. 

Since this letter ought to be frank 
and personal, it should very openly 
state that the house confidently expects 
payment on all accounts on or before 
the day they are due, and that plans are 
based upon the actual terms of sale, 
with no expectation of an extension of 
time. Some writers state that they 
would like to know if there is any rea- 
son for the granting of an extension; 
others are afraid to use this statement 
for fear it will suggest that the debtor 
make up excuses. At any rate, the 
purpose is to convey, in direct but diplo- 
matic language, that thirty days means 
thirty, or that sixty days means sixty, 
not more. 

4. Ask for a reply. 

Though settlement may be mentioned 
in the close of this kind of a letter, the 
emphasis in the closing sentence should 
be upon the writer’s desire to hear from 
the man addressed. This will bring a 
check from those who have the money 
and will bring from most of the others 
a letter that will enable the collection 
correspondent to take steps that will 
both keep friendship and do all that is 
possible toward getting the money. 
Those who do not answer such a re- 
quest will in most cases be persons with 
whom it is undesirable to do business 
and who can therefore be handled with 
unhesitating firmness, though of course 
always with courtesy. 

C. Appeals. 


The discussion that follows is in- 


tended especially for those cases which 
come to this stage without response 
from the debtor. In these cases the 
man addressed is doubly at fault; he 
has not paid his account, as he prom- 
ised to do, and he has not replied to 
friendly letters addressed to him. When 
the customer has responded with some 
explanation, the appeals described may 
still be used in part, but there will need 
to be special application to the situation 
the debtor has described. 
1.Use a tone of frankness 
and perplexity, emphasiz- 
ing the fact that you can- 
not comprehend the fail- 
ure to receive either the 
money or an explanation. 

Even after the writer of collection 
letters begins definitely and openly to 
bring various kinds of pressure to bear 
upon the debtor, he should still main- 
tain the same frankness and intimacy. 
In fact the more delicate the ground, 
the greater the need for an intimate 
personal manner that will prevent the 
taking of offense. A tone of perplexity 
is likewise advisable, because, not know- 
ing just why the bill is unpaid, the 
writer can never be entirely sure he is 
making the right assumptions. It is a 
good thing therefore to emphasize some- 
what that the firm does not know quite 
what to make of the situation. 

2. Appeal to the instinct of 
fairness. 

The appeal to the sense of fairness is 
the one most readily responded to by all 
men. A man’s self-respect hangs upon 
his belief that he gives everybody a 
square deal. To put it up to him 
whether he is giving the firm one in 
this case, is making the strongest bid 
possible for a reply or settlement. But 
the writer must be sure to put it up to 
the debtor to decide; to assume before- 
hand that he has not been fair, merely 
arouses anger and fails to awaken any 
sense of responsibility for action. 

3. Appeal to self-interest (or 
pride). 

If one can successfully maintain a 
tone of frankness and perplexity, it is 
possible to suggest that surely the cus- 
tomer must be overlooking the effect 
that neglect of this obligation will have 
on his future credit business. The 
writer must be careful, of course, not 
to let such a statement become a threat. 
He must not intimate that he himself 
is going to do anything to damage the 
customer’s standing, but should quite 





impersonally discuss the ill effects of 
failure to meet bills when due. 

Closely related to the appeal of self- 
interest is the appeal to pride. Delin- 
quency damages one’s standing with 
others, and of course should lessen his 
regard for himself. Here, however, it 
is datigerously easy to cast reflection 
upon the other man. Instead of real- 
izing that he is damaging his own self- 
respect, he is very likely to feel that he 
is being insulted. For this reason the 
appeal to pride should be used very care- 
fully if at all. 

4.Ask very positively for 
either the money or a 
reply. 

After going so far as to ask the debtor 
point blank whether he has done the 
right thing, the writer is in a position 
to say frankly that he expects either 
the money or some statement regarding 
it within a reasonably short time. 

D. Demands. 

In this fourth step, as in the third, 
we are assuming that the cases have 
come thus far without response on the 
part of the debtor. He has therefore 
ignored a statement and three letters 
(or even more than this under a more 
lenient system), and the time for rather 
stern action has arrived. If, of course, 
the debtor has given a fair response to 
letters addressed to him, it is assumed 
that an intimate and and friendly re- 
lationship will still be maintained and 
the demands need not be resorted to. 

1.Use a tone of dignity or 
formality. 

Some few men are able to make 
frank and open demand for payment 
and still to do so in a friendly tone, but 
with most persons this combination is 
not possible. Ordinarily we find our- 
selves unable to think in a_ friendly 
spirit of those who have violated the 
terms of their agreement and who have 
consistently ignored our utmost cour- 
tesy. Consequently this type of letter 
is almost necessarily written in a for- 
mal and dignified tone. Such a tone 
also gives an effect of importance and 
finality which is naturally appropriate. 

2. Repeat the standing of the 
case. 

Almost as in a legal brief, a letter of 
demand will recite the circumstances, 
stating the position the firm has so far 
held and the number of letters it has 
written. This is done to emphasize the 
extent of the delinquency and to show 
the full justice of the demand. 

3. Repeat assurances of good- 
will and emphasize regret 
for the circumstance. 

Before making any threat of severe 
action, the firm should again state that 
it has every desire to retain friendship 
and good-will. It can also express sin- 
cere regrets that its efforts to maintain 
this attitude seem to have been fruitless. 
—Credit Echoes. 
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MEMBERSHIP 
BULLETIN 


They’re Off! 


HE Minneapolis Association starts the new 
T year with an intensive membership drive for 
800 new members. Judging from the letters 
received at the National Office from the Member- 
ship Committee, it is their determination to go 
to Los Angeles as the largest local association in 
the National. 


They have already issued a challenge to St. 
Paul, and a hot contest is anticipated. 

The Minneapolis boys feel so confident of the 
success of their plan of operation that they wrote 
Vice-President Heller, National Membership 
Chairman, that they will challenge every local 
association in the National. “They will make the 
stake—Marbles, Chalk, or a Dinner! 


All new members joining the Minneapolis 
Association automatically become members of the 
National Association. 


Say, boys! This is the real spirit. The spirit 
that is sure to win. If all the locals would enter 
into a concerted drive and then make their locals 
100% National, we would secure the 8000 new 
members in a hurry. 


The National Office is ready to help, the 
National Officers are at your service, the National 
Association will offer suitable trophies for the 
occasion. Who will be the first to “‘knock the 
chip off the shoulder of the Minneapolis Asso- 
ciation’? 


The Minneapolis campaign is in charge of 
Chairman B. F. Collins of the Warner Hardware 
Company, and the members of the Committee are 
all good workers and good sports who are 
anxious for a battle royal. 


Throw your hats into the ring and make 
ita ‘‘Free for All” 


E. B. HELLER, 


Membership Director. 
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Lincoln Meeting A Big Success 
In the minds of all who attended the 
Second Annual Christmas Party of the 
Lincoln Credit Men’s Association, held 
Hotel December 8th, 
there can be no doubt that the event 


at the Grand 


was a big success. Christmas decora- 


tions lent a festive air to the occasion. 


President Robertson, presiding, an- 
nounced that this was the one meeting 
of the fifty-two held during the year 
Ac- 


cordingly, carols were sung during the 


when business was dispensed with. 


progress of the dinner by the entire 
company and, after songs by Miss Helen 
Hardt and readings by Miss Genevieve 
McNeil, John Ayres and his committee 
substituting for Santa Claus distributed 
hundreds of gifts ranging from massage 
cream to an electric curling iron and 
After the distribution 
the floor was cleared and dancing was 


boudoir lamps. 


in order. 


The Christmas party is now firmly 
No 
was made other 
than a brief notice in the Bulletin. One 
hundred and twenty-five members and 


established as an annual event. 


solicitation for gifts 


friends, including twenty from Have- 
lock, Nebraska, were in attendance. 





Namm’s Install Credit 
Department 


Namm’s, one of the largest Depart- 
ment Stores in New York, and one of 
the few great stores who had conducted 
their business on a strictly cash basis, 
have changed their policy and installed 
a Credit Department: with Mr. E. 
Thompson; formerly of Saks & Com- 
pany, in charge. It is expected this 
move will double their volume within 
a few years. 





Big Meeting at Little Rock 


The Retail Credit Men of Little 
Rock held a big meeting on January 8. 
Two hundred and fifty were present 
including Store Owners and Bankers 
as well as Credit Men and represent- 
atives. Mr. J. A. Anderson of Gus 
Blass Company, presided. Talks were 
made by J. M. Holloway, Assistant 
Secretary of the Chamber of Commerce 
and Mr. I. Blass, and the principal ad- 
dress by D. J. Woodlock, Managing 
Director of the Retail Credit Men’s Na- 
tional Association. The merchants of 
Little Rock are supporting the Credit 
Association and Reporting Bureau 100 
per cent. 


Tri-State Conference at Detroit 


On February 8 and 9, there will meet 
at Detroit the Tri-State Conference of 
Credit Grantors of Michigan, Ohio 
and Indiana. The Statler Hotel has 
been selected as headquarters and in 
addition to the educational programme, 
there will be a banquet and other fea- 
tures, which are expected to make this 
meeting second in importance only to 
the National Convention. An invita- 
tion has been extended to the National 
Board to hold its semiannual Executive 
Committee meeting in Detroit at the 
time of the Conference, and invitations 
have been issued to every credit grantor 
in the three states mentioned and 
Chicago and Pittsburg, also. 

Mr. E. B. Schick of Crowley Mil- 


ner Company, Detroit will be General 


are in charge of leading members of the 


Detroit Association, assuring perfect 
detail of arrangement. 
The two days will be devoted to 


purely educational features of interest 
to every retail merchant and credit 
grantor. Managing Director Wood- 
lock will be the quiz master and five 
National Officers have already pledged 
attendance. 


It is the aim of the Detroit Associa- 
tion to make the meeting a sort of Mid- 
Year Convention and, from the plans 
as regards program and entertainment, 
we feel it will eclipse any state or re- 
gional conference ever held, and every 
one attending will be repaid for the 
time and money spent in making the 





Chairman and the various committees _ trip. 
Make Your Reservations Now 
For the Tri-State Convention 
Hotel Statler, Detroit, Mich. 
February 8-9, 1926 
The Rates—European Plan 
Styl 
em Per Day 
A Room with shower bath only, for 1 person - - $3.50 
with tub and shower bath, for 1 person $4.00 to $8.00 
shower only, 2 persons Double Bed : $5.00 
a “3 persons Twin Beds - - $5.50 
persons Two Beds . $7.50 


tub and shower, 


a= rONMOO Ww 


Ub NN & W DY 


persons Four Beds $8.00 to $10.00 
persons D'’ble Bed $6.00 to $10.00 
persons Twin Beds $7.00 to $10.00 
persons 2 Beds $10.00 to $14.00 
persons 5 Beds”~ - - $12.50 


Cut Off Here 





The Manager 
Hotel Statler, Detroit 


Dear Sir:— 


Same to 


Style Room 





Tri-State Retail Credit Men’s Ass'n 
Convention, February 8-9, 1926 
Hotel Statler, Detroit, Mich. 


Please make the following reservations for and acknowledge 


Rate per day 


Yours very truly, 


From 
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The 4-Point System Collects! 


Read the Record of Results on Opposite Page 


Here are the three letters and the forward- 
ing blank comprising the 4- Point Collection 
System. Durably bound in a loose leaf 
binder—ready to use. 
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Three Letters Collected 
61 Out of 100 Old Accounts 


Read this letter 


PUEBLO,COLO 


January 6, 1926 


Retail Credit Men's National Assn. 
Equitable Building 

St. Louis, Missouri 

Gentlemen: 

It may be of interest to you to know the 
results we obtained from your collection 
service which we purchased from you in 
February, 1925 and has been used entirely 


according to your instructions. The chart 
below gives the results obtained: 


2 65 14 3 48 
3 36 12 2 22 
Thea. letteré were used on accounts ranging 
in amounts from $2.00 to $3500.00 and from 
four to ten months past due. 
Enclosed you will please find our order for 
another book which we would like to have you 
forward at an early date. 

Yours truly, 


THE CREWS-BEGGS D G OO. 


py CS ES 
c3/P Creaft Manager 








What It Contains 


1, One hundred No. 1 Letters informing the debtor that his 
account has been reported to the National Association as 
vapeld and suggesting that he pay you-WITHIN TEN 
DAYS. All the letters are arranged so you can fill in your 
own name and address and a postscript instructs the debtor 
to make all payments DIRECT TO YOU. 

2. Seventy-five No. 2 Letters. This letter demands immediate action 

from your debtor. 

3. Fifty No. 3 Letters. No. 3 is a definite final notice that unless 
your account is paid in ten days, our attorneys will take action 
to collect your account. 

4. Fifty Collection Forwarding Blanks. On these blanks you are 
to send to us (OR TO YOUR LOCAL BUREAU IF YOU 
PREFER) detailed information on such accounts as the letters 
fail to collect. These we immediately forward to our bureau in 
your locality (if we have one) or to our nearest bonded attorney 
who will make collection on the usual collection fee basis. 


Other Material 


A complete instruction sheet is included with every system. Also, 
a valuable appendix, chock-full of important information, “Things 
the Credit Man Should Know.” A complete digest of the laws of 
the various states, covering bankruptcy, garnishments, mortgages, 
judgments, exemptions, etc. 

A convenient, easily accessible display of all forms commonly used 
in credit and collection procedure—including standard application 
blanks, lease or conditional sale contracts, chattel mortgages, bank- 
Tuptcy “proof of debt” forms, etc. 


Letter jlo. No. of Accounts All Paid Pb. Paid Not Pd. 
1 100 35 13 


And Got Partial Payments 
On 18 More 


Here’s positive proof of the collecting 
power of the 4-Point Collection System! 


Used on 100 accounts, the three letters 
shown on the next page got payment in 
full on 61 accounts and partial payments 
on 18 accounts. (See letter at left.) 


Total Cost Only $10.00 


Results, on 79 out of 100 accounts, ranging 
in amounts from $2.00 to $300.00, and 
from four to ten months past due—at a 
total cost of $10.00! 


1 
| 
| 
| 
| 
| 
| Try this system on your old accounts. 
| Backed by the power of this nation-wide 
Association, it gets results—as no other 
| system can. 
| 
| 
| 
| 
| 
| 
| 
| 
a 


Try the 4-Point System At Our Risk 


Buy it. Use it—according to instructions 
—on 100 old accounts. If it doesn’t collect 
at least $10.00 for you, we’ll refund the 
purchase price! 


Retail Credit Men’s 


National Association 


Equitable Bldg. St. Louis 


Use this coupon 








Retail Credit Men’s National Ass’n 
Equitable Building, St. Louis, Mo. 


Enter my order for one complete R. C. M. N. A. 4-Point Collection 
System, Send bill for $10.00 to the address below. 


I agree to use the system according to instruction—on 100 accounts 
If it fails to collect at least $10.00 you are to refund purchase price. 


Name 





Title - 





Firm Name 





Street Address 





City State — 
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Talking About That Ten-Payment 
Plan 


(Continued from page 8) 


charge, or whatever you may call it, the 
customer has not been benefited, nor 
has the retailer, in the long run, as the 
buying power of the consumer’s dollar, 
through this unwise and uneconomical 
method of credit buying, has been con- 
siderably reduced. ‘There is no question 
but that in some cases the excessive mark 
up and the additional carrying charge 
might run as high as from 20 to 30%, 
which amount is lost to the customer, as 
his dollar does not have 100% buying 
power. 


And I do not want to forget to 
mention that while I have quoted at the 
beginning of this article, two very sub- 
stantial and reliable business houses who 
were only making a nominal service 
charge, in the majority of cases where 
the ten-payment plan is being advertised, 
a service charge of 10% flat is made, 
and while I do not want to quote firms 
and cities where such an excessive service 
charge is in practice, this information is 
available and in my files. 

Lest we forget, we all know that 
while our terms are thirty days, the per- 
centage of collections always averages 
from 30 to 40% for department stores 
in the south; for the clothing stores, 
33 to 45% per month, and while I ap- 
preciate the fact that in some of the 
eastern and western cities, the percent- 
ages of collections are somewhat better, 
they seldom, except in some isolated 
cases, average as much as 50%. Which 
means, that while we are all selling, and 
are supposed to collect on a thirty-day 
basis, the best of us usually have seventy 
days charge business on our books, while 
the average will run between seventy 
and ninety days. 

If you change your terms and adopt 
the ten-months’ payment plan, what will 
happen? In my opinion, those who 
have a very efficient collection depart- 
ment, and who are able to sell the mid- 
dle classes, will have at least twelve 
months charge business on the books, 
and, perhaps, will come closer to carry- 
ing fifteen months than less. Further- 
more, let us not forget that the type of 
customers, whose affairs are such that 
they are either compelled to buy, or are 
buying the necessaries of life in the dry 
goods or clothing line, on the long- 
time. payment plan, certainly will not 
be too prompt in meeting their pay- 
ments, which would mean an added 
cost of collections and naturally, a great- 
er percentage of that type of business 
will, eventually, result in losses, which 
will, of course, increase the retailer’s 
cost of doing business, as he is bound 


to have an excess amount of worthless 
accounts. 

Furthermore, if my prediction that 
the average retailer doing this type of 
business will carry around fifteen 
months’ charge business on the books at 
all times, is true, it will certainly even- 
tually take a large amount of capital in 
order to keep the average concern on a 
discount basis with the manufacturer. 

Before concluding, as a matter of 
analogy, permit me to call your atten- 
tion to the credit practice which was in 
vogue quite a few years ago, especially 
in the jobbing lines all over the country, 
when goods were sold on long terms to 
the retailer, and it was common at one 
time to permit the retailers to settle 
their accounts once a year, and if you 
will refresh your memory as to some of 
the largest failures which took place at 
that time you will find that they are 
directly traceable to the indiscriminate 
extension of long-time credit. When 
the crash came it was impossible for the 
jobber to collect on his accounts, which 
resulted in a great many bankruptcies. 

The retail credit grantor may be up 
against a similar proposition at some 
time, and when he is called upon for 
settlement by his banker or creditor 
what will he do with his supposedly 
quick assets, as accounts receivable 
should be, and he finds only a small per- 
centage are collectable immediately and 
the majority become due six to ten 
months hence. And after having edu- 
cated his clientele to buy his goods on 
long term credit, he will have a tough 
time if he attempts to raise money by 
putting on a special sale. Every once 
in awhile this country goes through a 
period of stringency or hard times, and 
whenever things tighten up and money 
gets scarce, it is usually the poor man 
who suffers first, when his wages are 
reduced, or he may be temporarily laid 
off from his work, or loses his job al- 
together and is unable to find employ- 
ment for an indefinite period of time— 
doing business with that type of people 
principally, during a period of depres- 
sion, what will you do, and what can 
your business do to keep your collections 
going? Unless you have a big capital 
you will be financially embarrassed, and 
if conditions are very bad, you might not 
be able to pull your business through the 
calamity. 

I do not want to appear to be too 
pessimistic in expressing myself along 
these lines, but I have endeavored to 
present a situation which might take 
place some day with those retailers who 
indulge too freely in this deferred pay- 


ment credit policy. Whenever the an- 
nual income of the public is not being 
judiciously and economically distributed 
among all lines of business, business 
must suffer, and, as previously stated, 
when the people are educated and 
taught to deal lightly with their credit 
power, a danger arises, of which the 
business interests of our country should 
become severely conscious. 

In determining credit policies, a great 
many merchants have a tendency to see 
only one side of the question and that 
is—how to get more business. They 
fail, however, to analyze the element of 
risk involved, which must always be 
carefully considered when a campaign 
for charge customers is put on. We all 
want to increase our sales, but when this 
is done at the cost of reasonable safety 
in extending credit, the move is not only 
unwise, but disastrous. 

—The Haberdasher 





Personal Bankruptcy 
By D. J. Woodlock 


Reports indicate a great increase in 
personal bankruptcy petitions, partic- 
ularly in the South; 75 per cent of the 
cases called to the attention of the Na- 
tional Office are those of wage earners, 
laborers, machinists, clerks, switchmen, 
cab drivers, etc., all classifications en- 
titled to only limited credit, yet show 
Retailers have lost from $150.00 to 
$500.00 in each case. 

Here is an analysis of three cases in a 
city where we have an efficient Credit 
Bureau. 

A switchman, with a schedule of $6,- 
600.00, shows twenty-eight creditors, 
four of whom are Bureau members. 
figures $250.00. 

A machine helper, totalling $4,242.00 
shows sixteen creditors mentioned, two 
of whom are members of the Bureau, 
their amounts totalling $597.00. 

A switchman, totalling $2,089.00, 
shows sixteen creditors mentioned, two 
are Bureau members, their accounts to- 
talling $175.00. 

The total indebtedness of seven other 
bankrupts amounts to $3,942.00, show- 
ing creditors appearing in schedules 
ninety-seven times, of which Bureau 
members appear ten times, which figures 
about 10 per cent. 

This indicates the absolute necessity 
of close co-operation and an exchange of 
information if we are to continue to give 
credit to this class of trade. 

It also indicates the need of drastic 
amendments to the Bankruptcy law, so 
as to protect the Retailers, and of severe 
criticism of third-rate lawyers who urge 
clients to file personal bankruptcy peti- 
tions. We recommend that local asso- 
ciations appoint a committee to investi- 
gate conditions in their city and report 
to our Legislative Committee. 
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The Associated Retail Credit Men 
and Credit Bureau of Omaha, Nebraska, 
owned and operated by the Associated 
Retailers of that city, has just finished 
a very successful and progressive year. 


Their outstanding accomplishment 
was a $10,000.00 Credit Educational 
Campaign which ran for a period of 
eleven months, ending in November, 
1925. 


Besides being a success locally it was 
watched with interest by newspapers, 
merchants and credit men throughout 
the United States and Canada. 


Proper legislation for the protection 
of its members was also fostered by this 
organization, under the able leadership 
of Secretary Allen T. Hupp. 

Through the combined efforts of mer- 
chants and credit men of the State, three 
very effective bills became laws in 1925. 


A Government Employee Garnishee 
Law, effective July 1, 1925 provides for 
the garnishment of officers and em- 
ployees of the State of Nebraska or any 
county, township, municipal corporation, 
municipally owned corporation or school 
district. 


A new “No Fund” Check Law, pro- 
vides penalties for the giving of checks, 


Omaha Has Successful Bureau 


drafts or orders for payment of money 


upon any bank or other depository 
wherein the person does not have suf- 
ficient funds or credit for payment of 
same. The law permits five days to 
make good or will levy a penalty up to 
$100.00 or 90 days, or both, on sums not 
exceeding $35.00 and penalty of not less 
than $100.00 and up to $5000.00 or im- 
prisonment in penitentiary for 


both, for 


seven 
years, or exceeding 


$35.00. 


A Conditional Sales Contract Law, 
relates to the removal from the county 


sums 


without written consent of vendor, of 
personal property purchased under con- 
ditional sales contract, while any part of 
purchase price remains unpaid. 


The Mid-West Conference of Credit 
Men and Credit Bureau Managers was 
held in Omaha on November 9th and 
10th and was a pronounced success. 
Minnesota, Nebraska, Iowa, Kansas, 
Oklahoma and Missouri were repre- 
sented on the Convention floor. 


Bureau managers from other cities 
who visited the mew quarters of 
Omaha’s Credit Bureau were favorably 
impressed with the systematic office ar- 
rangement and efficierit operation of the 
organization as a whole. 





City Reporters and General Files 


The office covering -sixteen hundred 
square feet of space is divided into seven 
departments, viz., 

1. Sup’t of Reporters—Finance Com- 
pany Reports. 

. General Reporting. 

Foreign Reporting. 

. Filing Department. 

. Mailing Department. 
Department of Publicity. 

Private Offices—Directors Room. 


NOMURA WN 


The Omaha office uses the Automatic 
These files 


They em- 


Library system of filing. 
contain over 300,000 cards. 
ploy, besides the Secretary, twenty re- 
porters and clerks, an outside solicitor 
and one man to handle meetings and 
P. B. X. trunk 
jos 


lines with ten “in” wires, eight “out” 
wires and twenty direct wires to credit 
departments, handled over 80,000 tele- 
phonic reports during 1925. The mail- 
ing department handled over 41,000 
pieces of mail, not counting incoming 
mail. 


The Omaha office has 575 members— 
165 new members having joined since 
July first. The Bureau is also affiliated 
with The Community Service Finance 
Corporation and The Mercantile Pro- 
tective Bureau, employing twelve people. 


publicity exclusively. 
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Orlando Credit Association 
Renders Needed Service 


The Orlando Credit Association was 
organized in the summer of 1920 to ful- 
fill a much needed service required by 
the merchants and other mercantile es- 
tablishments in the city of Orlando. It 
was organized, not to exploit others, but 
to serve. After the preliminary plan of 
the organization had been worked out 
by its originator, A. E. Dickson, it was 
decided to the best interests of all to 
commence business on December 1, 
1920. 

At the beginning of operations, the 
organization had only fifty member sub- 
scribers, but, as time passed, other mer- 
chants who were not subscribers were 
aware of the fact that a real service was 
being given and it appeared quite to 
their advantage to become members. 
This association has grown steadily from 
its inception until the present time. In 
the beginning it boasted of only one em- 
ploye. As the business grew, additional 
employes were added to the force, larger 
offices were secured, and at this time 
the Orlando Credit Association is oper- 
ating its business in the building at 22 
Wall Street, known as the Credit Build- 
ing, and has in its employ more than 
twelve assistants. 

More Than 400 Members 

The Orlando Credit Association has 
built its business from an humble begin- 
ning with a few subscribers to now more 
than 400 subscribers, many of whom are 
located in Orlando, some in Winter 
Park, Ocoee, Winter Garden, Apopka, 
St. Cloud and other places. The Or- 
lando Credit Association is rendering a 
real service to its many subscribers, and 
it has been stated in financial circles on 
many occasions that this association has 
saved to the merchants and business peo- 
ple of Orlando, many thousands of dol- 
lars, to say nothing of the improvement 
that has been noted in Orlando during 
the past five years with reference to the 
manner in which the public has met its 
obligations to the merchant. 

The Orlando Credit Association is 
national in its scope, being a member of 
the Credit Service Exchange Division 
of the Retail Credit Men’s National 
Association, thereby securing credit 
reports from anywhere in the United 
States, and, in addition to this, the 
Orlando Credit Association is closely 
affiliated and is a part of the Associated 
Credit Bureaus of Florida, composed of 
all credit agencies operating in this state, 
and there is a constant interchange of 
derogatory information passing among 
these offices at all times, reflecting the 
record of unscrupulous individuals mov- 
ing from one locality to another. 


Fulfills Needed Service 


The Orlando Credit Association has, 
indeed, fulfilled a much needed service 
in this city and is to be congratulated 
upon the service which the merchants of 
this community claim that this company 
is rendering to them. 

The following is an account of the 
functions and aims of the service, as 
outlined by one of the executive mem- 
bers: 

Our Function 


“We cannot make it too plain to our 
patrons and any other business men who 
may be interested that we have no per- 
sonal interest in the rating or credit 
standing of any one. It is our business 
merely to gather such facts as we can 
from reliable sources, based on the ex- 
periences of merchants throughout this 
territory, and to report such facts in all 
their boldness and frankness to our sub- 
scribers. 

“Do not imagine that we are asking a 
favor of any one when we request a per- 
sonal statement, nor that any reflection 
on your reputation is implied in this 
request. It is really a courtesy we ex- 
tend. 

“The statements you make to us are 
fully verified and confirmed; they form 
the basis of our reports and if they are 
favorable to your credit they put aside 
all doubt as to your reliability in the 
minds of the patrons of this agency. 


“Every man and woman should value 
a good credit standing as an asset of 
more than ordinary worth—and this 
standing need not be based on capital 
or property, but rather upon the fact 
that your record for paying your bills 
is good—has stood the test of time. 
There are good men who do not pay 
bills, and bad men who do pay bills. 
There are rich men who are “money 
poor,” and poor men who manage to 
have some little money and keep their 
credit good. 

It will be readily recognized that the 
services of such an agency as we main- 
tain are indispensable in modern busi- 
ness. 

Our Special Report Service 

Our special report service shows when 
customers are in the habit of making 
unjust claims; when they overdraw 
their bank accounts, and checks come 
back marked “No-Good”; when claims 
against them are put in the hands of 
attorneys for collection; when chattel 
mortgages are given; when suits are 
started; when judgments are entered or 
foreclosure suits, insolvency or bank- 


ruptcy proceedings are started against 
them—these and many more facts are 
given in our reports for the protection 
of our subscribers. 


Business Building 

You can always do more business by 
following a liberal policy with your 
patrons in the matter of credits. But 
you won't profit if you do not guide by 
the experience of others—if you are not 
well posted on the paying habits of the 
people who apply to you for the con- 





venience of a credit account. You must 
play safe—and you can. 
Our accurate advance information 


gathered through intelligent investiga- 
tion is an almost infallible guide for 
you, and a source of protection and 
safety—the value of which cannot well 
be overestimated. It is insurance against 
loss—it is a guide away from pitfalls— 
it saves you from worry. 

No other company in the world—and 
we say this advisedly—can give you 
more reliable information than that we 
supply to our subscribers. Our reports 
are more concise, more complete in 
detail, more up-to-date than any obtain- 
able. Over twenty years at it—that’s 
why. 

Our Special Reporting Service has 
been developed to its present high stand- 
ard of efficiency through over twenty 
years of indefatigable effort, and we are 
offering this service to you today with 
the firm conviction that it will guide 
you safely in all credit transactions if 
you will avail yourself of the many ad- 
vantages offered our subscribers. 

The Business Heart 

The Orlando Credit Association per- 
forms the same functions for successful 
business concerns that the heart does for 
the human body. This company pro- 
vides you with every safeguard and 
feeds your business with rich detailed 
reports of reliable information on the 


trading public.—Orlando Morning Sen- 
tinel. 





Fred W. Edwards 
With 


sorrow we announce 


the death of Fred W. Edwards 
of the firm of Edwards and 
LeBron, Inc., of Chattanooga, 
Mr. Edwards was 


an enthusiastic worker in the 


‘Tennessee. 


cause of better credits, Past 
President of the Retail Men’s 
Association of Chattanooga and 
always took an active interest 
in building his local Credit or- 
ganization and its Reporting 
Bureau. 
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“Trade Clearances” 


By C. C. Chapman 


Retailers’ Credit Association of San Franctsco 


The fundamental reason for the exist- 
ence of a credit bureau is that credit 
grantors know the need of some co- 
operative effort to protect their credits. 
Long before the day of the merchant- 
owned associations there had been many 
established agencies catering almost en- 
tirely to the wants of the retail trade. 
Their methods were based on the same 
principle that guides the larger agencies. 
The elements of their reports were the 
same. 


There is naturally a vast difference 
between wholesale and retail credits, but 
the elements considered are not so far 
different after all. These old bureaus 
sought to provide information whereby 
some idea of the responsibility of an 
individual could be formed. Their task 
was no easy one, for the great bulk of 
people have little except moral respon- 
sibility. Their “stock on hand” is their 
earning ability. Their family respon- 
sibilities are their overhead. The his- 
tory of their activities shows whether 
they are settled, established members of 
a community, or whether they dash from 
one place and job to another chasing the 
will ’o-the-wisp of more. 

The methods and habits of life are an 
index as to probable paying ability. A 
tendency to extravagant and careless 
household conditions probably will ap- 
pear also in paying habits. The pos- 
session of a bank account may or may 
not mean something. That question is 
unsettled yet. 

The pioneers in the retail credit re- 
porting field believed that the greatest 
help they could offer to the credit man 
was to give information that would 
assist in answering the two questions: 
Has he the ability to pay? If so, what 
are the chances that he will? The first 
conclusion can be reached by a crystal- 
lization of the so-called antecedent and 
financial information. ‘The second by 
those elements taken in conjunction with 
previous credit record and trade reports 
if any. There are many who persist in 
this theory and many of the old guard 
who still continue not only to exist, but 
thrive. 

Later came the mutual association, 
usually started from a file, the contents 
of which were made up of trade reports 
only. Of these there were many. 
There was no means of obtaining in- 
formation except that revealed by the 


A vast amount of 
data as to previous performances ap- 
peared but the curtain was closely 
drawn over potentialities of a customer. 
Gradually many of these trade clearance 
bureaus found it imperative to go fur- 
ther and supply additional information 
in the form of special reports. This 
service is more or less general—in most 
places generally less. 


members themselves. 


With a bureau report which covers 
the essentials the credit man is in a posi- 
tion to then exercise his native and cul- 
tivated ability to best advantage. 


At present there is an ever increasing 
use of credit. Observation in a central 
office has shown some rather interesting 
things. There has been the usual over- 
buying, or possibly it has been over- 
selling, that slows down a previously 
prompt customer who is morally gilt- 
edged and financially able within proper 
limits. There will probably always 
exist the “imp” in human nature that 
urges to buy that for which it is most 
dificult to pay. It existed before the 
Pyramids and will outlast them. Then 
there is an increasing tendency on the 
part of the partially responsible to open 
a number of accounts in a short time. 
The most noticeable increase is, however, 
in people reported on for the first time. 
Thousands of potentially good custom- 
ers have never let their existence be 
known. The trade clearance helps none 
with them—they have none. Their 
antecedents, abilities, and personal rep- 
utation is their basis for consideration. 


Evidence this occurrence. Similar 
logic has not been unknown: Joe Jones 
wants some credit. Reports show that 
two years ago he went through bank- 
ruptcy—voluntarily—owing mostly per- 
sonal accounts and not business debts. 
For a long time Jones was not seen 
around the mart. He knows a floor- 
walker in the “Beehive.” Gets a hat 
okeh’d by said floorwalker. He had 
one accommodation granted, pays it 
promptly, another charge is made and 
also prompt. Then the urge gets busy 
on Joe. He can’t help himself any more 
than a squirrel can help running up a 
tree. The old failing that got him in 
wrong appears. Over at Blah’s store he 
sees the only suit and overcoat the world 


holds. 


He goes in, applies, refers to the Bee- 
hive. Blah gets the association on the 
phone, the old report is read, and the 
added trade information from the Bee- 
hive. “Well, he’s not such a bad fel- 
low, he’s working steadily, he has paid 
the Beehive. I guess I’ll take a chance.” 
Not that Joe has any dishonest inten- 
tions. He merely succumbs to a weak- 
ness, and Blah bows to “Boss Volume.” 
Ten to one Blah has a merry run for 
his money. 


There is then the case of Mrs. Apple 
of the Mansion Apartments. She is ex- 
tended a modest line by Long & Co., on 
the personal reference of the landlady at 
the apartments and Mr, A. of Murphy 
& Co., the brokers. This account is 
nicely paid. A few days after it is paid 
store B gets an application 
sults. 





same re- 
By about the third month C and 
D have opened accounts because Long 
& Co. and A have passed as high as one 
hundred and received their money. 
Then E. & F. come in. “Well” says G, 
“if A. and D. pass one hundred I guess 
she’s good for two hundred and if she’s 
good for two hundred she’s probably 
good for three.” So, on it goes. Small 
accounts paid promptly, then after eight 
or ten months the heavy artillery begins. 
Being well established, no particular in- 
quiry is made anywhere and when the 
barrage lifts the injured gather together. 


She has nothing. The references 
know nothing and on a nicely worked 
up little trade clearance all her own 
Mrs. Apple has turned out to be a 
quince. This may be entitled, “With 
no information to guide him,” or “Too 
much trade.” 


Fortunately these happenings are not 
frequent but many are the result of too 
much importance on trade check up and 
not enough on the possibility of the cus- 
tomers being able to pay even if they 
want to. 


This does not mean to minimize or 
lessen the value of the trade report. It 
is necessary and desirable. But often, 
very often, the bare ledger record creates 
a misapprehension of facts. Knowledge 
of circumstances may materially alter 
the impression given by the figures alone 
and often too great import may be 
placed on a little trade information. 





The Credit Wor 





Looking 
By D. J. 


Why begin a new year unless we can 
profit by the experiences of the one just 
ended? ‘The ambitions and ideals of 
life have been built upon the success or 
failure of our efforts in the past, and a 
vision of what the future holds. 


Thirteen years ago, a group of fifteen 
credit men, realizing that the losses from 
credit extension were due to a lack of 
knowledge and co-operation, organized 
the Retail Credit Men’s National Asso- 
ciation, with a realization of the won- 
derful force credit has become in the 
retail business. They little dreamed 
that, in the space of a few years, credit 
would be a universal medium of ex- 
change and the greatest selling force of 
the retailer. 

Yet, that is just what occurred. The 
millions and millions of dollars worth 
of merchandise purchased on credit bears 
proof of this fact and emphasizes the 
soundness of their vision and their plan 
to enroll in one organization all the re- 
tail credit grantors of the country—to 
promote prompt payments and good 
credit—to standardize credit policies— 
to simplify methods and to eliminate the 
undesirable credit risk. 

Their dream has not yet been ful- 
filled. Only fifteen thousand retailers 
have affliated with our organization 
yet the seed they have planted has ger- 
minated and the Retail Credit Men’s 
National Association has become one of 
the greatest stabilizing forces in the na- 
tion’s commerce and a real help to every 
retailer who sells on credit. This or- 
ganization has never endeavored to tell 
any merchant how he should conduct his 
business but has labored to bring to him 
the experience of others and the best 
methods of conducting an ever-increas- 
ing volume of credit business along safe 
and conservative lines. Its influence has 
been nation wide and has caused credit 
standards to be raised to a higher plane 
than ever before. 

Keeping pace with the times, this or- 
ganization has no fault to find with 
legitimate trade expansion ideas and has 
developed retail business by preaching 
liberal credits based upon sound finance. 
On the other hand, it has discouraged 
reckless and foolish credits which might 
increase sales but lead only to disaster. 

It' endorses the central clearance 
bureau or agency in each city as a 
remedy for credit recklessness, and five 
hundred and eighty such bureaus. are 
now affiliated with the organization, an 
achievement which alone entitles it to 
the endorsement and support of every 
retailer in the land. 


Forward 
W oodlock 


With five hundred thousand retailers 
doing a credit business, and all eligible 
to membership, this organization has 
every incentive to go onward with the 
assurance that in a few years there will 
be no problem in credits that will be too 
great for it to master. 

Through co-operative effort this or- 
ganization is bringing to the merchant 
the realization of the value of credit 
properly handled, the knowledge of the 
value of working with his fellow-mer- 
chants to eliminate the undesirable, 
and, to the buying public, an apprecia- 
tion of the value of a good credit reputa- 
tion. 

Surely the realization that this is a 
purely co-operative organization for the 
benefit of all merchants doing a retail 
credit business should encourage the 
present members to solicit the applica- 
tion of the thousands not in our ranks. 
An excellent New Year’s slogan is 
“Every Member get a New Member.” 
It requires so little effort on the part of 
each individual, and means so much to 
the whole organization! 





Some Dangers in Selling Clothing 
on the Installment Plan 
By Raymond A. Dietz, Credit Mor. 
The Regal Co., York, Pa. 


The article and editorial by William 
Nelson Taft in The Retail Ledger, “Is 
It Good Business?” which was reprinted 
in the October issue of the Credit World 
gave me room to portray some of the 
dangers of selling clothing on the In- 
stallment Plan. 

I will use as a basis for this article the 
example given in his article: A suit sold 
for fifty dollars, on terms of ten dollars 
as a first payment and four dollars a 
week during the ten following weeks 
thus liquidating the account in seventy- 
seven days. ‘This in comparison with an 
average of ninety-three days for the col- 
lection of regular charges is the reason 
why the National Association of Retail 
Clothiers and Furnishers favored the 
installment plan in preference to the 
regular charge account plan. 

The theory of the installment plan is 
legitimate. It is a known fact that the 
people who purchase on the installment 
plan average three payments out of every 
four payments. Therefore, it would ex- 
tend the time of turnover to ninety-five 
days in comparison with the theoretic 
example of seventy-seven days. Further- 
more, it would be two days longer than 
the average turnover of the regular 
charge accounts. The installment plan 


was adopted, by some clothing merchang 
several years ago. The terms on whig 
you can purchase a fifty dollar suit fre 
these merchants are five dollars as j 
first payment and two dollars a we 
during the twenty-three following wee 
or one hundred and sixty-eight days, pre 
viding the suit is paid for in the 
quired time. This in comparison wit 
seventy-seven days gives a differeg 
aspect to the possibilities of the insta 
ment plan as a substitute for the regu 
charge in the clothing business. on 
petition will encourage longer term 
than one hundred and sixty-eight day 
The outcome of the installment plan 
adopted will be the “Survival of th 
Fittest” or in other words the merchang 
who has the most capital. 

Phonographs, pianos and furniture 
have been sold on the installment plag 
successfully, in most instances for the 
reason that if a customer became ag 
undesirable credit risk there was some 
thing of value there to repossess. This 
is not true of a suit of clothing that is 
sold on lease. The result of a resale 
in this instance is an absolute loss. 

The clothing merchant who deviates 
from the regular charge plan to the im 
stallment charge plan will immediately 
burden himself with additional collection 
expense by providing outside collectors, 
additional clerks and stenographers te 
facilitate same. 

The installment plan often misleads 
merchants as to profits. The profit § 
generally set up when the sale is madé 
The danger in this instance is that youl 
often show a large amount of profit but 
you must not lose sight of the fact that 
the profit is not realized until the money 
is received. 

, Regular charge credit extended wisely 
with the customer impressed with the 
fact that payment is to be made at @ 
certain time is a much safer plan that 
the installment plan. I am also com 
fident that with the above in mind plus 
a very careful follow-up method the met 
chant will be able to turn over his ae 
counts in sixty days. 





Davenport Association Holds 
Christmas Frolic 

The members of the Retail Cred 
Club of Davenport held their Chri 
mas frolic on December 8. All b 
ness was dispensed with and after 
elaborate dinner, games, dancing anf 
cards made an enjoyable evening. 





Moline Retailers Meet 


One hundred and twenty of the 
tail merchants of Moline, Illinois, 
at the Elk’s Club on December 6, 
hear an address by Managing Direct 
D. J. Woodlock. A drive to enroll 
the retailers of Moline in the Merchant 
Association is now in progress. 
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